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HERE THEY GO AGAIN!!! 


$1.25 TAX HIKE 

CONGRESS CONSIDERS CIGARETTE 
TAX HIKE OF $1.25 PER PACK; URGE 
CUSTOMERS TO TAKE ACTION TO PRE- 
VENT LOST SALESI 

There is an emergency issue in the U.S. 
Congress that directly and adversely affects 
our business, We need your help to orga¬ 
nize an immediate response. 

As you may know, a subcommittee in the 
U.S. House of Representatives has just 
voted to pass an extreme proposal to raise 
the federal excise tax on cigarettes by $1.25 
a pack - $12.50 on every carton. 

Such a terrible tax hike would have a devas¬ 
tating affect on tobacco, retail and related 
industries. It is estimated that cigarette con¬ 
sumption nationwide could fall by as much 
as one-fifth. 



FET RETAIL POSTER 

Public Affairs is printing a two-sided. 
11x14-inch, color poster to inform con¬ 
sumers at retail about the loss of jobs 
that would occur if an FET increase Is 
passed. The names of the Congres¬ 
sional Representatives that smokers 
and others should write or call to oppose 
the FET increase can be hand written on 
the poster. To find out who your elected 
officials are, call: 1-800-STOP-FET. 

Each sales representative will be re¬ 
ceiving 1 sku {packed 50 sheets per 
sku) by mid-April. Your DM will notify 
you when the posters have arrived. 

If you have any questions contact your 

DM. 


Every sector of the tobacco community 
would be hit hard by such a large drop in 
volume. It is a direct threat to thousands of 
families supported by people with jobs in re¬ 
tail, wholesale and ctstribution. And that af¬ 
fects jobs in all states. 

Please take immediate action to stop Viis 
huge new tax! Alert your customers and 
other close business associates to the situa¬ 
tion. Encourage them to call their Con¬ 
gressmen to oppose an increase in the 
cigarette tax. 

Special calls should also be made to House 
Ways and Means Committee members. 


This above aft 

to tfiine own se^ be true, ^ 
it must foCCow, S 

as tbe nigfit the day, s 

dhou canst not then be faCse 
to any man, 

„Sfiakesjpeare 










RJR CO-MARKETING 


PROMOTIONAL ACCRUAL PROGRAM 

CO-MARKETING 
RETAILER AGREEMENT FORM 

Please note the following master copy of 
the Co-Marketing Promotion Accrual Re¬ 
tailer Agreement Form to the right,. A 3- 
parl carbon form will be available to in¬ 
clude an RJR employee copy, a retailer 
copy and an RJR office copy, similar to 
our current merchandising contracts. 
Anticipated availability dale of the G-part 
form is mid-April. Each Co-Marketing 
promotion should be supported through 
the use of the Agreement Form with the 
participating retailer. 

The purpose of the Co-Marketing Re¬ 
tailer Agreement Form is basically two¬ 
fold: 

1. It provides you a hard copy docu¬ 
ment as reference to each Co- 
Marketing promotion. You may 
wish to utilize the back to write in 
any additional comments relating 
to the success or implementation 
of the program. 

2 it serves as backup to the draft writ¬ 
ten for reimbursement of a specific 
Co-Marketing promotion along with 
any additional information you se¬ 
cure from the chain you deem nec¬ 
essary for payment. Since the 
Agreement Form is utilized as pay¬ 
ment backup, it is necessary to re¬ 
turn the RJR office copy to the ROU 
as you would contract copies. The 
insertion of the draft or voucher # 
will signal the completion of the pro¬ 
gram. 

To assist in the administration of the Co- 
Marketing Promotion Accrual Program, a 
field organizer is currently under devel¬ 
opment to provide collation of live and 


R|R 

COMARKETING 

I'ADMOTIONACCRUAl I'NOLRAM 


Retailer Agreement Form 


Jtetil1«r/QtAln Himc: .. - . Si.5./Ou/n ID. Numbei:. 

RJR Dtvyicn. Mime 1. 

.. . Pr«nnodoA Type 

BJRBfawf fimllyyStytel! . - -- - 

ReUAer to pf cMde (he faDmvInf prcmodon reqiifanen(»: _ . 


RJR 4frec$ to prcMde (he promotton leqiJrementt: 


hodud tfecbloru remito (he right ind reiponsMty of (he pertklpetlng rcuBd. 

)fiidvertlilrig^omo(]orti]mttertiis«eutBied. reteJkf rruyuseJlJtsi^paed rrtAterUs. I reulter udbes Itt own. 
icuOd U r«ipe(MlNe fei legal te^eftwiti. 

Rdmfcurxfncm nny net occur Vpromodohir lott^crncna. as tuittf <hcvt. ve not My txecvted. 

RJR (otaJ h Dmlted to Co-nwkeOng prgmetfon accjual balance* only. 

tf 'hnd batanoe* b exceeded, the amoum whid) exceed* (he *(urkd balance* vhHI be the feycnsJbftty of the retailer. 

Promoddnal costs •MA be paid ftom co-mvietlng promotion ittrual as toots u pradtoabk foAowtng fiieecsiM ^ 
cornpiedon cf promotion. ^ 

U) 

RptfltiRnaajdrtf I (jl 

00 

RJRCmptoyec Copy 


ActWto S|fniitt.rv /kulToUfwnaOotmCett 


t)i J(frM I9R fcarth mr n w l Anwe 


signed contracts, point of sale availabil¬ 
ity, agreement forms and accrual state- 
menl We will advise you of availability in 
the near future. Good luck in your Co- 
Marketing efforts! 

if you have any questions please contact 
your DM or the ROU. 

Btlia PSPi 

Li;Thi 9 Stock Market: i 





BIG SCOREl!! 


iThe 17 high volume King’sc 
^Supermarkets will soon have^ 
^an exclusive RJR Express^ 
iChecKlane Display in all[ 

ilstores-thanks to SAM 6 

^Charlie DiBenedetto. 


Well Done Charlie! 


.....T/flnn.imRnK .in.;f 


iinr/irii 


ISinSTiTiTiTi] 









THE NEW ‘WINNER’S’; RJR FOCUS 

1994 Direct Account Program Comparison 
y RJR FOCUS va. Philip Monls Wholesale Masters 


C«togory 

RJRTOCU8 

PhSip Motri* Whole*ale Matter* 

Program Inception 0*t«i 


April 1.19»4 

Payout ObjocUve* 

Bated on Individual •ccounfi ahar* oT markat 2nd Ouirter 
thar* oblectiv* do** nol IncfMM. 

Bated on *ectlon ihar* eb]*ctiv** plu* 3 point*.. Accounft 1tt 
Program Period * hart achievement li 2nd Progtim Period bate. 

Payment Plan* 

2 Batle Plant: 'A* weekly reporting via computer lap* or 
disk. *8* monUily reoortino via computer or manual. 

One plan. Weekly computer reporting only. 

Reporting Method (data) 


Computer only 

Program Payment UmhaUon* 

No payment K tttdittg thar* 1* lower than beginning ehart. 
plan *A* parUdpanli recelv* paymenl lor InformaUon. 

Paymenl for up lo S point* below leetlon thire Urget No 

D*vment lor tho** account* 9.1 point* below largeL 

Maximum Per Carton Paymenta 

Plan *A': Fud Prica 1.2«Savlng« $ .14 

Plan *B’: Full Price t .2br$avlno« t .11 

Full Price $ .2UMid Price ilASAow Price $.124 

Reduced payment for 'Low Price* Brand*. 

Program Paymenb 

Payment baaed on ]|1 tale* Including Sale* Rep'* pkkup 
tub iebber*. vendor*, employe* tale*, etc. 

Payment bated on gutfflbd reUI tale* only. 

Per C*«« Payment Calculation 

Per e*«* payment bated on hill prtce lilt cot! per caie. 

Cate payment* R*t prtce I*** torm*, EPP, off Inyolco tllowance* 
Electronic Fund* TrantftrAllewane* and Federal Exdt* Tix 

Retumtd Ooodt Doduedofl 

No deduction mad* lor good* rrtumed. 

AH good* retumtd fadored out o( Program. PM** Sale* Forca 
to dltcounilnu* pkMng up untale^le* at ttora levd. 

Attribution R«qulr*nt«nl( 

Account imiet ptac* all new brand* In dltfalbuSon. Account 
mutt treat RJR Brandt M parity wHh eompetitlon. 

Account mUft 1^ all n«w brand*. Mutt reidn *11 PM Brandt 
with a .2SS tedlon tlw*. PM Brand and Program muit be 
treated at parity wHh competition, "'r'' ’’ 

Account Inventory requirement 

Seml>annuil 

Quarterly m 

Payment Timing 

S*tnl<annual 

_ 


tn 

KevPoIntt co 


• fUFrtptynwnldltcounltebaMdM k)dMdualMcoutitthvtpMformiflMVt. im. ^ 

• All Ivmlt oT dlrtct account* can padicpate under Ih* RJR Pr6sramL..lhcu euitcfflnr* ttitl art ccmput«rl»d or tho»« cuttomen that cm only roport nunually. ^ 

Hodblllty of weekly or monthly reporting. OO 

• RJR'* ca** payment* bated on hill Uit prtce wHh no deduction*. 

• The RJR Program doe* not penalln an account lor relumed good*. 

• RJR make* a payout on two level*... Full Price and Saving*. There I* no reduction In payment lor Low Co«t or Private Label Brandt. 



Partnership = Shared Success 



From the Desk of Nick Kuruc 

During the past few weeks I have tried 
to emphasize the importance of Chains 
to our overall business, using facts and 
figures to support this argument, 
have also attempted to give you key 
suggestions regarding making a proper 
chain call. 

Today, I'd like to take the time to thank 
each and every one of you for your 
efforts; 

'^ WINSTON Select out of stocks 
have been signi^antly reduced in each 
of your assignments. The brand can 
now be found in adequate supply in 
Path-mark, Shop Rite, Quick Chek, 
and yes even Grand Unton! 


Chain promotion vehicles have 
been plan-o-grammed to highlight 
Select, DORAL, and MONARCH. Not 
only are these brands positioned, and 
advertised, but they are priced in each 
of their display areas. This plan-o- 
gram not only fxrovides uniformity, and 
clarity In pricing, but also to kes the 
pressure off each of you to provide 
promotions in huge dump bin displays 
at a time when the number of offers 
has been reduced. 

Recent store surveys made Indicate 
that more attention Is being given to be 
sure that our merchandisers are clean 
and presentable to our customers. 

I could go on, but I think you get my 
point. 

Again, thank you for a job well done, 
and keep up the good work. 

Ifs sincerely appreciatedl 


I 

































From the Region Manager.. 


As W 0 rush frifough 1994, we often don't 
take the time to stop and take a look at 
the many accomplishments that every¬ 
one has achieved. 


Beginning next month, we're going to 
take the time to recognize Ihese accom¬ 
plishments on a monthly basis. A new 
section wiil be added to the Metro Re¬ 
port; "The Accomplishment of the 
Month". 


If youVe done something that is unique 
to buiiding our business, or just a store 
that iooks great for RJR, then provide 
your DM vwlh the following: 


• Store Name and Volume 
Describe Your Accomplishment 


Take a 35mm Photo 


The only question remaining is. 
will be the first to be feaUjred? 


QRIN AND BEAR rr 


"In a year or two, when people begin to under- 
vtand the tax form, we'll change it.” 


CO-MARKETING ACCRUAL 
Implementation of Pricing Provisions: 


APRIL 1994 
Pick Up Codes 


•Very Simple— must have everyday-low- 
price for RJR brand that is as low as 
everyday-low-price of competing brand in 
store. If not, retailer is not eligible for pro¬ 
gram benefits. RJR buy-downs are not 
taken into account in making this determina¬ 
tion. Retailer has numerous alternatives — 
the choices are his. 


, Full Price 
Savings 


Retail - 

. Di . 


Wholesale 


Bt 


Ft 


D> 




•Pricing of our brands and competitor brands 
is retailer's decision — not ours. We can 
suggest pricing for gyr brands, but we can¬ 
not have an agreement wth retailer about 
his seliing price (or our brand and cannot rg; 
Quire him to take our suggestions. 

•If competitor brand is at lower price point 
that RJR brand, do not suggest to retailer 
that he increase price of competitor's brand 
to meet program requirements. Sugges- 
tions/recommendations about brand pricing 
should be limited to our brands. 



who 


•Administer on a consistent, even-handed 
basis. 


"W^fla!... Your new dream home! If you tike It, 
I un get a crew mixing wood fibers and 
saliva as early as tomorrow.’’ 



Leseone In Ufe from Ooorge Wathlngton 
(pirt 3 a aarfoa) ■] ^ 


HUMiLITY Washington’s military exploits against the Frerrch and Indans made him well knovm when 
hewasstill inhte,2Cis.i ■ j . ' , ■ ; r .. 

Howe'rer, be was scknovvtedged as the leader of the American cause agai^ the B(jfeh 20 y ^ jatef.. 

. t^ausa of the prBctj^.ocooomjc trreasur^ he sponsored...and the judgiW)t tpu a'detegate ■ 

: .fcrthe,Cof)tinontal Cc^esg... 

After being unanlmcKely chosen as commanding gen^'ot the new Con^tal Ai^; ki i'775, 

Ir^gion leR the meeting room, telling Patrick Henry; From the day / eorntn^o/the 

^can snphs,i siUe my fall on my repuialkxi ■ ■ ■ ■ r ‘i ii.. 

Before to the presi^^ !n.1759, hfi explained hte. ambj^f^/iVs (ft on 

p/ftrtfalipn.' jfe asp^tonm.for a second terni ofily ittccarne c'lea feflw wss frig crfy'' 

' 'pr.:.y%lyi 'i t 

,,: .-yiteshjrigtM.reajfuf^Irefu^ third term, setting a precedent broTten only trj' Frantim D. poceeveri ‘ 
ri^riowpn^il^^ acor^tiiufcfial amehdtv^ V ■ >!'■- ;i^y 'Jy' -v 

V. After he (eft ofIkM in 17B7, Weshinglon returned to his beloved_M^oui! Vtor7x« Jo.lh'o.tho famnnig Itfe hf 
had ahwys wanted. A constant stream of ednirers visited.. .tin<J each was Impeesed by the sanre 
;chafacter.traits. t; '': ^ ^v 

. wamp/e.' Engli^. comecfian John Bernard, louring the young United Slates,KI^M, W’ 

_ wertuf^ carnage a woman tying beside it, unconsctous, on a rii^ykgit)ia,ro|^.\||en^ 

I efcerty man'^lning fo^he^ the woman and free,the c^ge from.the haJf-ton of.lug^.buying 

After teey had finish^ the eld^ man inyite^ Bernard to recgwa.t (Jo^yemwv.Arxl hef- 

real^^ fiat the sevia vm (^ge Washington. Eem^ was mpres^,(^_y/a^^I$pt^' 5 ^thoUgh.t^^ 
rernerkS-but eym more by.his behavtof, so, dflerenUopi.that of most cckin^'leWStTiwVwtlo’ 

have SfilVanhj to fvto ' TKa totTnAr nrACur.v\f hfl.< rurritaa In hlrn^Attj r 




p/ The tor^ president had pitch^.in,hifT^.‘ 
ktTiftaaifedtwartinri nnJnmiktvw’ 


, not repuiabon,’;. 


• ...X- - • X. 

v’i'. 






Source: httos:// 















